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ABSTRACT 
Customers, such as those who are millennial students, will only reveal their true needs and wants 
to the people they trust, and only when they can engage with them. Social media marketing tools, 
such as Facebook marketing, can allow Higher Education Institutions (HEIs) (such as universities) 
to engage with their students, and build loyalty, brand equity, and positive word-of-mouth. For 
universities to know their target audience better, they need to investigate the factors that influence 
the engagement of their students with the university’s Facebook page. This study thus applied the 
technology acceptance model (TAM) of social media. A descriptive, quantitative research method 
and non-probability quota sampling technique were employed at a selected university, realising a 
sample of 399. Exploratory factor analysis and structural equation modelling were used to 
determine the factors that influence student engagement with a Facebook page. The results 
indicated that all seven hypotheses were accepted and that perceived ease of use (EU), critical 
mass (CM), capability (CP), and perceived playfulness (PP) influence the perceived use (PU) of a 
Facebook page. Furthermore, PU influences the intention to use (IU) the Facebook page, where 
trustworthiness (TW) influences IU. Lastly, IU strongly influences the actual use (AU) of the 
Facebook page. The results suggest that marketing practitioners should work closely with technical 
specialists to ensure that a Facebook page is easy and simple to use and has an appealing layout 
and design. Students value critical mass – meaning that having more friends and peers present will 
enhance an engagement that can only be achieved by user-driven content and by adding 
entertainment value such as humour, competitions, and quizzes.  
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1.1 INTRODUCTION  
Institutions need to keep customers engaged, as these interactions better position cross-channel 
experiences, and positive experiences will not steer customers away (Honts, Klimke & Meyer, 
2016:5). Furthermore, to engage customers, an institution can draw them closer to the brand and 
so ultimately lead to loyalty, more purchases, ambassadorship, and favourable brand attitude; and 
it can create positive brand evaluations (Kumar, Bezawada, Rishika, Janakiraman & Kannan, 
2015; Solomon, 2015:1; Eduventures, 2014). Although a number of social media platforms allow 
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customer engagement, Facebook is certainly the popular choice (Bolkan, 2015) – which is why 
many companies and institutions adopt Facebook as a marketing tool (Sebate, Berbegal-Mirabent, 
Canabate, & Lebherz, 2014:1002). 
 
Not only private businesses are restricted to social media customer engagement; higher education 
institutions (HEI), like universities, also need to market themselves in an increasingly competitive 
landscape (Reuben, 2008:2; Peruta, Ryan & Engelsman, 2013:2). For universities to attract their 
primary customers – potential students (Bunce, Baird & Jones, 2016) – they need to go where the 
students are: online! Millennial individuals, also called ‘Generation Y’ (those born between 1986 
and 2005 [Markert, 2004]), and those attending university, make up a large portion of the active 
social media population (Mehdizadeh, 2010; Special & Li-Barber, 2012). For a university to 
engage with its customers or potential customers, it needs to understand the social media use 
behaviour of this target market (Rauniar, Rawski, Yang, & Johnson, 2013:20).  
 
The university target market typically includes individuals between the ages of 18 and 24 years 
(millennial/Generation Y) (Special & Li-Barber, 2012) who, according to Cant and Machado 
(2005:155), fall into the ‘adult’ Generation Y group. This group of individuals are those who rate 
a social media site like Facebook, as it provides a platform to create, establish, and maintain 
relationships and assist in self-presentation (Mehdizadeh, 2010). It is convenient for information 
sharing, communication, and self-disclosure. This study therefore investigates the factors that 
influence student engagement with a Facebook page at a selected university by revisiting the 
technology acceptance model (TAM) presented by Rauniar et al., 2013. According to Rauniar et 
al. (2013:20), the factors influencing customer engagement (actual use) with Facebook are 
perceived ease of use, perceived usefulness, capability, perceived playfulness, critical mass, 
trustworthiness, and intention to use a particular Facebook page. 
 
1.2 LITERATURE REVIEW 
1.2.1 Millennials as customers 
Millennials, or Generation Y, represent a unique cohort of consumers who cannot be ignored by 
organisations: their attitudes and behaviours shape the success of products and services in the 
marketplace (Zhang, Omran & Cobanoglu, 2017:734). According to Bolton, Parasuraman, 
Hoefnagels, Migchels, Gruber and Komarova (2013:350) and Brosdahl and Carpenter (2011:550), 
the term ‘Generation Y’ refers to the group of individuals born after 1981, while Markert (2014) 
argues that they are those born between 1986 and 2005. On the other hand, Cant and Machado 
(2005:155) differ from this description; they argue that Generation Y cannot be simply and broadly 
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classified as a single group: they should be divided into three age subcategories that include adults 
(those aged between 19 and 24), teenagers (those aged between 13 and 18), and children (those 
aged between 8 and 12). These descriptions indicate that there is no universal classification of 
millennial/Generation Y consumers due to multiple contextualisation’s in the literature (Zhang et 
al., 2017:734). 
Chrysochou et al. (2012:518) characterise millennials as well-educated and self-reliant; easily 
influenced by other members of society (such as family and friends) despite their self-reliant and 
strong-minded nature; opinion leaders with the ability to influence the behaviour of peers; seeking 
work flexibility, and not necessarily being loyal to organisations or prioritising time with friends 
and family; and ‘tech savvy’, regarding technology and the Internet as an enabler of work and 
socialisation. In the South African context, Bevan-Dye and Akpojivi (2016:157) posit that this 
generation accounts for about 40 per cent of the country’s population – a significant proportion. 
This cohort is also estimated to spend between R6 and R7 billion a year, with ‘pocket money’ 
valued at R5 billion per year (Cant & Machado, 2005:155). 
Millennials and social media engagement 
A key formative characteristic for the millennial cohort is their early and frequent exposure to 
social media, particularly Facebook, which has a radical impact on their perceptions and attitudes 
towards organisations (Immordino-Yang, Christodoulou & Singh, 2012:356). Bolton et al. 
(2013:248) comments that these individuals rely heavily on social media for entertainment, to 
interact with others, and even for emotion regulation. More specifically, millennials are sometimes 
called ‘digital natives’ – those who are either students or relatively recent entrants into the 
workforce, and who are technologically savvy and the most visually sophisticated of any 
generation (Bolton et al., 2013:249). An empirical study conducted by McCorkindale, DiStaso and 
Sisco (2012, n.p.) established that 86 per cent of millennials are estimated to be present on 
Facebook daily, usually checking out friends’ profiles, updating their own profiles, and messaging 
others. Furthermore, this group of individuals (especially the ones aged between 18 and 34 years) 
are more likely to engage on social media than other age groups, and prefer to use social media for 
interactions with acquaintances, friends, and family (Bolton et al., 2013:249). This implies that 
they are also more likely to value the opinions of relevant others in social media, and to feel 
important when they provide feedback about the brands or products they use (Bolton et al., 
2013:249). 
Rissanen and Luoma-Aho (2016:501) argue that millennials are highly engaged in social media 
because they are actively involved in content production: they have integrated social media into 
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their entertainment and leisure activities, and they always consult social media first for all their 
information needs. This is because this group of individuals grew up in a more media-saturated, 
brand-conscious world than previous generations. They also respond to advertisements differently, 
preferring to encounter them through social media networking sources rather than through the 
traditional media (Valentine & Powers, 2013:598). Zhang et al. (2017:735) agree with this notion, 
and conclude that the millennial market is less responsive to the marketing instruments provided 
directly by companies. Instead, they tend to collect opinions from the people around them and to 
make their choices based on the assessment of those opinions when making product decisions. 
In the light of the afore-mentioned perspective, Facebook has a profound influence on students 
within the tertiary education landscape. Baglione, Harcar and Spillan (2017:3) posit that students 
primarily use Facebook as a way to adjust to their university life and to fulfil their academic 
requirements. Manago, Taylor and Greenfield (2012:369) found that Facebook satisfies university 
students’ need for permanent relations, and that larger networks on Facebook correlate positively 
with self-esteem improvement. In contrast, social media is an important engagement tool for a 
university to optimise student participation, increase their ability to connect with friends and 
classmates on campus, and keep track of the ‘what’, ‘where’, and ‘when’ of events to make the 
most of their student experience (Kowalik, 2011:223). Therefore, social media is at the centre of 
the university’s conversation. Whether or not universities are observing, listening, or participating, 
a conversation about their brand offerings is always happening – and these conversations can 
impact and influence the overall brand experience (Kowalik, 2011:211).  
1.2.2 Higher education engagement 
The preceding section highlighted the importance of Facebook engagement from the millennial’s 
viewpoint. But for higher education institutions (HEIs), there are also some benefits from taking 
social media engagement via a Facebook platform seriously. For HEIs to be globally competitive, 
they need to attract the best students if they wish to produce employable citizens (Blom, 2013). 
However, students can choose from a number and variety of HEIs to further their education 
(Lubbe, Petzer & Jooste, 2013). This range of choice has greatly increased competition for HEIs 
globally – but also in South Africa (Froneman, 2002:36). In South Africa, students can choose 
from 26 public institutions, 119 private institutions, 291 private colleges, 50 public further 
education and training (FET) colleges, 1,828 public adult education and training (AET) centres, 
and 55 private AET centres – not to mention online courses and HEIs in other countries. 
 
According to Bryant (2013), the HEI environment is changing because higher education has been 
reshaped by the digital revolution and globalisation. Prospective students are now more consumer-
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oriented, and are not afraid to make education decisions accordingly (Bryant, 2013). One of the 
flexible ways in which students gain access to the services and education sector is through using 
technology, thus requiring universities to invest in their technology. Furthermore, students’ 
expectations and demands have increased, and they seek an educational experience, even when 
seeking information via technological platforms such as Facebook (Kay, Dunne & Hutchinson, 
2010:2).  
 
A further challenge for universities is to attract and retain the ‘right’ students using marketing 
methods (Lubbe, Petzer, & Jooste, 2013:27). In particular, universities need to explore how they 
can be perceived as different from their competitors in order to attract the better or ‘high quality’ 
students. Furthermore, a positive service experience can attract new students, encourage positive 
word-of-mouth, and create loyalty among existing students (Wartham, 2016; Hardy, 2010). 
Universities need to find ways to engage with their students, because customer engagement 
encompasses sub-aspects of behaviour such as involvement, satisfaction, complaint behaviour, 
market intelligence, and filtering (Jakkola & Alexander, 2014). To attract and recruit students, 
marketers need to understand the specific target market – how millennials think, act, and interact, 
especially with social media platforms such as Facebook. As companies become more customer-
centric, it is wise for universities to do the same and to engage with their customers. Student 
engagement measurements in universities can provide insights into students’ intrinsic involvement 
with their education, and suggest how the university could better serve the students (Guestfolio, 
2016).  
 
Sobaih Moustafa, Ghandfouroush, & Khan, (2016:297) believe that Facebook is one such social 
media tool that universities should use to communicate and engage with their students. Facebook 
can further provide prospective students with virtual tours, giving them a clear view of what the 
institution offers even before they visit the university. Information is also easily accessible to the 
target market (Kessler, 2011). According to Strydom and Mentz (2010:3), South Africans can use 
student engagement to meet the challenges that higher education is facing, such as increasing 
student participation, broadening access, and increasing pass rates. So the challenge for 
universities is to understand which factors will influence students to visit their Facebook page. As 
mentioned, the technology acceptance model (TAM) of Rauniar et al. (2013) suggests the factors 
outlined below that need to be considered. 
 
1.2.3 Factors influencing Facebook engagement 
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According to Rauniar et al. (2013:20), the factors influencing customer engagement with 
Facebook are perceived ease of use, perceived usefulness, capability, perceived playfulness, 
critical mass, trustworthiness, and intention to use the particular Facebook page. These factors 
form part of the TAM that was adapted by Rauniar et al. (2013) specifically for social media use. 
According to Rauniar et al. (2013), TAM was originally developed to ground the use behaviour 
theory of computer technology. Later it was adopted from the theory of reasoned action (TRA) 
from social psychology, which explains an individual’s behaviour through their intentions. In 
brief, TAM explains the factors of computer acceptance of the user, and breaks the theory of 
reasoned action’s constructs into two constructs: perceived usefulness (PU) and perceived ease of 
use (EU). 
 
As shown in Figure 1, four independent factors – perceived ease of use (EU), critical mass (CM), 
capability (CP), and perceived playfulness (PP) – influence the perceived usefulness (PU) of the 
particular social media platform under investigation. Perceived usefulness (PU) then influences 
intention to use (IU); however, the moderating factor of trustworthiness (TW) influences intention 
to use. Lastly, intention to use (IU) influences the dependent factor of actual use of the social media 
platform under investigation.  
 
Figure 1: The TAM model for social media  
 
 
Source: Rauniar et al. (2013) 
Perceived ease of use (EU) 
7 
 
According to Rauniar et al. (2013), perceived ease of use (EU) is the degree to which a social 
media platform is free of effort when one engages with the site. It is the degree to which people 
trust that their performance will be enhanced using that particular system. Mathieson (1991:174), 
Gahtani (2001), and Gefen and Straub (2000:2) acknowledge that EU implies that there will be 
‘no cost’ to the individual, while Davis (1989) defined EU as “the degree to which a person 
believes that using a particular system would be free from effort”. This means that the users find 
the technology or system simple to learn, compatible, and flexible in meeting the users’ values and 
needs. Several researchers have discussed the importance of EU in different systems, showing how 
effortless the system needs to be for the consumer to enjoy using it (Praveena & Thomas, 2014:25; 
Jahangir & Begum, 2008:34). 
In a HE context, the university’s Facebook page should be easy for students to access and the 
content should be understandable (Mardikyan, Besiroglu & Uzmaya, 2012:4). This also means 
that the easier it is to use the Facebook page the greater will the user perceive their capability to 
use the social website comfortably (Saade, & Kira, 2007:1190). Customers, such as students, want 
to use the Facebook page with minimum effort. 
Critical mass (CM) 
Critical mass of social media refers to the membership numbers and type of members in a user’s 
social network (Cameron & Webster, 2005; Rauniar et al., 2013:11). According to Chesney and 
Lawson (2012:2), critical mass (CM) is a small group of early adopters who are highly motivated 
to use the technology. CM is also defined as “the degree to which a person believes that most of 
his or her peers are using the system” (Lou, Lou, & Strong, 2000:95). Markus (1987:500) believes 
that the theory of CM is stated when an assured proportion or number of users (CM) have been 
enticed to use the page and communication can spread rapidly throughout the community. 
Perceived critical mass produces peer pressure among groups of people (Lou et al., 2000:94). For 
universities, this means that when using  technology that has reached CM, usage will spread 
encouraging others to join the group of people with little effort (Cameron & Webster, 2005:90).  
Capability (CP) 
According to Rauniar et al. (2013:12), social media capability (CP) is defined in terms of “the 
site’s features, applications, and social media tools to benefit the user’s need for social media 
activities”. Focusing on the Facebook page, this will include the postings, comments, being able 
to edit the wall, receiving automatic news feeds, being able to create group chats, and creating 
community page development tools on the page. A university’s Facebook page needs to be 
modifiable to serve as an engagement tool between the students and the university, so that the 
university page attracts and maintains students’ focus (Munoz & Towner, 2009:4). 
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Perceived playfulness (PP) 
Moon and Kim (2001) describe perceived playfulness (PP) as the degree of curiousness when an 
individual interacts with the system or page. These authors also argue that these interactions will 
be perceived as playful if it is enjoyable and interesting. PP is the “perceived hedonic value 
amplified by fun, excitement, creativity and pleasure accruing from use of the system” (Celik, 
2011:393). For universities, PP on Facebook is evident when a student is constantly on the 
particular Facebook page (Praveena & Thomas, 2014:25). Although PP is a subjective experience 
that an individual has with the system or Facebook page (Moon & Kim, 2001:219), there are three 
dimensions that describe PP, including enjoyment, curiosity and concentration (Hsu, Chien-Kuo, 
Chien-Ming, & Liu, 2016:162). 
 Enjoyment: the users are fully involved in the activity and find the interaction intrinsically 
interesting (Glynn & Webster, 1992). Intrinsic motivation refers to “the performance of an 
activity for no apparent reinforcement other than the process of performing the activity per 
se” (Davis, Bagozzi, & Warshaw 1992:112). Intrinsic reward is an intangible reward that 
one feels for participating in an activity. When students engage intrinsically with the 
university’s Facebook page it will mean it is of no effort to them to participate on the 
Facebook page. When students enjoy engaging with the Facebook page they will be able 
to share and like posts on the page and spread positive word-of-mouth about the university, 
which will attract other students to want to join in the entertainment.  
 Curiosity: this is the individual’s ability to have sensory or cognitive curiosity aroused 
through activities such as video postings and status updates (Malone, 1981). When people 
become curious they may want to follow or subscribe further to the brand (Klich, 2014) in 
order not to miss anything that will be happening on the Facebook page; and eventually 
they will engage with the brand. 
 Concentration: is the state in which an individual focuses all their attention on a particular 
activity (Martinez-Lopez, 2014:378). When customers fall into a playful state they will 
interact and engage with the Facebook page. The mind and the body are then focused on 
that particular activity (Hammerness & Moore, 2012). 
Perceived usefulness (PU) 
Perceived usefulness (PU) is achieved when the user perceives that, for example, the information 
they received at this stage is better than the information they had received before. There is a belief 
that a product or service improves how the user could have used the product or service previously 
(Jahangir & Begum, 2008:033). In a university context, the products are the courses or degrees, 
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and the services include the facilities the students use (the student centre, the lecture venues, etc.). 
Facebook products and services include advertising and communication platforms. Facebook 
Mobile, Messenger, Paper, Slingshot, Rooms and internet.org applications are some of the 
products and services provided (Facebook Help Centre, 2017). Thus, when a student perceives the 
information received about courses and degrees via Facebook to be helpful, it will be useful.  
PU is formed by cognitively comparing what the individual thinks the system should be doing 
what  it is actually doing (Venkantis & Davis, 2000:190). It also used to represent users’ 
assessment of the useful benefits of the system, such as a system’s facilitation of efficiency and 
effectiveness in completing a certain task (Celik, 2011:394). Explicitly, it reflects an individual’s 
realisation or expectation of performance gains through using the system. PU is one of the 
important factors in adopting technology such as Facebook (Lee, 2008:1425). 
Trustworthiness (TW) 
Trust is defined as “the perception of the trustor about the degree to which the trustee would satisfy 
an expectation about a transaction constituting risk” (Moturu & Liu, 2011:242). In other words, 
trustworthiness is the individual’s perception or view of the truthfulness and honesty of the person 
or the information presented to them. Trust simplifies social complexity concerning a person or a 
brand (Siegrist & Cvetkovich, 2006). Moturu and Liu (2011:243) believe that there are two 
categories that reflect TW. The first category includes performance, reputation, and appearance; 
the second involves contextual cues, which are external. The same applies to social media 
platforms such as Facebook. The reputation of the Facebook page will determine how many people 
believe and trust the page, resulting in more followers and greater engagement with the Facebook 
page. Trust also encompasses the appearance of the Facebook page (Kim, 2008:13). 
Intention to use (IU) 
According to Oliver (1980), IU depends on the satisfaction of the previous experience. PU and 
satisfaction play a major role in the decision to continue using social media platforms such as 
Facebook. Wangpipatwong, Chutimaskul and Papasratorn (2008:56) believe that behavioural 
intention is determined by EU and PU. IU is an important factor because it plays into the attitude 
of the user; a user with a positive attitude will have an intention to use the Facebook page (Erkki, 
2014:25). 
Balakrishnan (2016:1) argues that there are six factors that affect the IU social media: self (social 
media efficacy, attitude, and enjoyment); collectivism (peer influence); communication 
functionality (collaboration, sharing, and interaction); information and communication technology 
facility; performance (PU, perceived flexibility, and perceived credibility); and effort/influence 
(EU). ‘Self’ refers to how students might view the Facebook page as increasing their interpersonal 
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relationships (Roblyer, McDaniel, Webb, Herman & Witty, 2010). ‘Collectivism’ is the peer 
influence that students have on each other – e.g., influencing each other to like the Facebook page 
in order to receive updates about the university (Hofstede, 2001). ‘Communication functionality’ 
occurs when students feel that the Facebook page can be used to improve communication with 
other students, and is the extent to which the Facebook page can be used to engage with students. 
‘Performance’ is significant because it indicates whether the Facebook page is perceived as 
flexible and credible for the students to engage with (Ayeh, Au & Law, 2013). For 
‘effort/influence’, because students are viewed as technologically savvy, the question would be 
“Do students feel that there is less effort in associating themselves with the page?” Among the six 
factors, ‘self’ was considered the strongest when using a social media website such as Facebook. 
This means that when the brand wants to engage with or relate to its customers, it needs to appeal 
to the ‘self’ of each individual. 
Actual use (AU) 
According to Junco (2011:163), actual Facebook use needs to be measured, as this will reveal the 
relationship between Facebook use and student engagement. Davis (1989) defined actual system 
use as “a form of external psycho-motor response that is quantified by individual users’ real course 
of action”. Later, Rauniar et al. (2013:14) defined actual use (AU) as the rate at which social media 
is used by the user. This will reveal information about how often students are able to view any 
updates that are posted on the university’s Facebook page. However, although it is fairly difficult 
to measure actual use (AU) on Facebook (Junco, 2013:627; Kalpidou, Costin & Morris, 2011; 
Kujath, 2011), customer engagement can be measured by the number of likes, comments, or any 
other kind of participation on the Facebook page. 
Globally, 1.18 billion people use the Facebook platform daily (Constine, 2016), and 1.79 billion 
people are active on a monthly basis (Zephoria, 2017). During the past year, (2017) there was also 
a 16 per cent increase in monthly active users (Zephoria, 2017). The number of people who can 
access Facebook through mobile devices is estimated to be more than 1.66 billion worldwide 
(Constine, 2016).  
Table 1: Summary of the factors influencing customer engagement with a Facebook page 
Factor Description  
Perceived ease of use When customers describe the Facebook page as not complicated and 
effortless to use. 
Perceived usefulness Describes the degree to which the Facebook page will assist the customer. 
Capability Describes the degree to which customers find the instructions to operate the 
Facebook page clear. 
Perceived playfulness Describes the extent to which customers find the Facebook page enjoyable. 
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Actual use Describes how frequently the Facebook page is used. 
Critical mass Is the extent of the membership of people that matters most in using the 
Facebook page. 
Intention to use Is the cognitive and voluntary representation of the user’s readiness actually 
to use the Facebook page. 
Trustworthiness  This is when students trust the Facebook page when posting on the social 
media platform, and the platform keeping confidential information and not 
abusing it. 
Source: Adopted from Rauniar et al. (2013). 
 
1.3 PROBLEM STATEMENT 
Customer engagement involves the co-creation of experiences and value by both customers and 
service providers (Kuvykaite & Tarute, 2015:655). This is also true in the HEI environment where 
university students, as millennials, are known to engage heavily with various social media 
platforms such as Facebook. In a highly competitive higher education environment, where 
universities compete for high quality and for the ‘right’ students, it is important that they foster 
customer (student) engagement; the outcomes of student engagement involve loyalty and 
favourable word-of-mouth, behaviour intentions, and positive outcomes about the service 
experienced by university students. It is therefore important for a university to determine the 
factors that influence student engagement with social media platforms such as Facebook, since 
having more students engaged with it could produce positive and desired outcomes for the 
university concerned. 
OBJECTIVES 
 To determine the factors that influence student engagement with the selected university’s 
Facebook page. 
Secondary objective: 
 To measure empirically the factors that influence student engagement with the selected 
university’s Facebook page. 
HYPOTHESES 
H1: Perceived ease of use (EU) of the Facebook page influences perceived usefulness (PU).  
H2: Critical mass (CM) of the Facebook page influences perceived usefulness (PU). 
H3: Capability (CP) of the Facebook page influences perceived usefulness (PU). 
H4: Perceived playfulness (PP) of the Facebook page influences perceived usefulness (PU).  
12 
 
H5: Perceived usefulness (PU) of the Facebook page influences intention to use (IU) the Facebook 
site. 
H6: Intention to use (IU) the Facebook page influences actual use (AU) of the Facebook site. 
H7: Trustworthiness (TW) of the Facebook page influences intention to use (IU) the Facebook site. 
1.4 RESEARCH METHODOLOGY  
A quantitative descriptive research design and a quota non-probability sampling technique were 
employed. Quota sampling enabled the researcher to draw from experience and knowledge, but 
also allowed convenience to play a role in drawing a sample of 400 third-year university 
respondents from the university’s Faculty of Management (Berndt & Petzer, 2011:174; Malhotra, 
2010:379). The 399 useable questionnaires represented respondents from all eight departments in 
the faculty. Third-year students were selected because they would have had more exposure to the 
university’s Facebook page than would first- and second-year students. The characteristics of the 
sample respondents are provided in Table 1.2. Most respondents were between the ages of 21 and 
23 years old; 55 per cent were female and 45 per cent were male students, with most speaking 
Zulu (26%), English (14%), or Tswana (10%). All respondents had visited the university’s 
Facebook page during the previous three months, and 43 per cent indicated that they have 250 or 
more friends on their own Facebook pages. 
All the factors (or constructs) of the research model depicted in Figure 1 were adapted from the 
study of Rauniar et al. (2013). The language of each scale item was modified to reflect the specific 
university environment, and respondents had to indicate that they had visited the university’s 
Facebook page to answer the questions. A five-point Likert scale was used, where ‘1’ represented 
‘strongly disagree’ and ‘5’ represented ‘strongly agree’. Other demographic items were also 
included in the questionnaire that used different measurement scales.  
Exploratory factor analysis (EFA) was conducted to identify correlations between the set of 
underlying statements of the customer engagement factors (Malhotra, 2010:739). EFA, using the 
principal component extraction method in SPSS24, was used. Structural equation modelling 
(SEM) was employed to allow hypotheses testing and to explain the relationships among factors 
(Sharma, 2015:6). 
 
Table 2: The characteristics of the respondents  
Items Description  Frequency  Percentage 
Gender  Male 117 44.6% 
Female 220 55.4% 
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Total 397 100% 
Degree  BCom law 1 0.3% 
Business information technology 26 6.5% 
Development studies 14 3.5% 
Education  1 0.3% 
Food and beverage operations 11 2.8% 
Human resource management 27 6.7% 
Industrial psychology  37 9.3% 
Information and knowledge 
management 
41  10.3% 
International relations 1 0.3% 
Intrapreneurial management 8 2.0% 
Logistics management 36 9.0% 
Marketing management 50 12.5% 
Politics 4 1.0% 
Public management and 
governance 
80 20% 
Tourism management 34 8.5% 
Transport economics 21 5.3% 
Humanities  7 1.7% 
Total  399 100% 
Age  19 5 1.3% 
20 36 9.2% 
21 90 22.9% 
22 110 28% 
23 75 19.1% 
24 40 10.2% 
25 21 5.3% 
26 10 2.5% 
27 4 1.0% 
28 1 0.3% 
54 1 0.3% 
Total  393 100.0% 
Language  Afrikaans 5 1.3% 
English 57 14.4% 
Xhosa 33 8.3% 
Zulu 102 25.8% 
Sotho 32 8.1% 
Northern Sotho 22 5.6% 
Tswana 40 10.1% 
Venda 29 7.3% 
Tsonga 24 6.1% 
Swazi 21 5.3% 
Ndebele 19 4.8% 
Other (specify please) 16 4.0% 
Total  400 101.0% 
How many friends 
do you have on 
1-50 24 6.2% 
51-100 35 9.1% 
101-150 33 8.5% 
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your Facebook 
page? 
151-250 39 10.1% 
+251 165 42.7% 
Don’t know 90 23.3% 
Total  386 100% 
How many fan 
pages and groups 
do you belong to? 
1-5 172 55.8% 
6-10 53 17.2% 
11-14 21 6.8% 
15+ 62 20.1% 
Total  308 100% 
A7a. Regarding 
the fan page(s) 
and/or group 
page(s) you 
belong to, please 
indicate: Which 
fan page(s) and/or 
group page(s) you 
visit the most? 
Celebrities 22 5.5% 
Series 14 3.5% 
University entertainment 
(Facebook)  
78 19.5% 
Sports 26 6.5% 
Church  6 1.5% 
Cars 11 2.8% 
Music 5 1.3% 
Educational  9 2.3% 
Fashion  15 3.8% 
Inspirational / motivational 3 0.8% 
Entertainment  64 16.0% 
Others  20 5.0% 
Missing  126 31.6% 
Total  399 100% 
A7B Regarding 
the fan page(s) 
and/or group 
page(s) you 
belong to, please 
indicate: Why do 
you visit these 
specific pages? 
I am a fan 9 2.3% 
For entertainment 127 31.8% 
To receive updates 48 12.0% 
For educational purposes 15 3.8% 
Church related 5 1.3% 
For information 9 2.3% 
Life style 20 5.0% 
Other  17 4.3% 
Missing data 149 37.3% 
Total  399 100% 
 
Validity and reliability 
Factor analysis was suitable for the study; the sample size of 399 was large enough, as indicated 
by the Kaiser, Meyer and Olkin tests of sampling adequacy (EU, CM, CP & PP: 0.904; PU: 0.827; 
IU: 0.728; TW: 0.808). Bartlett’s test of sphericity also returned significant values of less than 
0.05, signifying that the data was suitable for factor analysis (Malhotra, 2010:640; Pallant, 
2007:196). The next step was to investigate the Communalities, which provide information about 
how much of the variance in each item is explained. A low value, thus less than 0.3, could indicate 
that the statement does not fit well with the other statements. The results of this study revealed all 
the communalities to be above 0.3 (See Appendix A). 
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Using Principal Axis Factoring as extraction method and Oblimin with Kaiser Normalization 
Rotation Method, the total variance explained results are presented in Appendix A. The results 
indicated that all the items for each factor loaded on their respective factor, where all item loadings 
were at 0.40 or above. 
Cronbach’s alpha was used to determine the reliability of the factors and all the items in each 
factor. The closer the factor is to 1.0, the more reliable it is (Cho & Kim, 2015).  Table 3 represents 
the Cronbach’s alpha of all the factors in the model. The results indicate that all the factors were 
reliable.  
Table 3: Cronbach’s alpha  
Factor  Cronbach’s alpha KMO Bartlett’s test 
sig. less than 
0.05 
Independent 
variables 
Perceived ease of use 0.836 0.904 0.000 
 Capability 0.764 
Critical mass 0.832 
Perceived 
playfulness 
0.853 
Intervening 
variable 
Perceived usefulness 0.837 0.827  
 
0.000  
 
Intention to use  0.847 0.729  
 
0.000  
 
Moderating 
variable 
Trustworthiness  0.843 0.808  
 
0.000  
 
 
1.5 The structural model  
Because 399 respondents indicated that they had previously visited the Facebook page of the 
selected university, the hypotheses could be tested after the distribution of the 29 statements/items 
had been tested (Eiselen, Uys & Potgieter, 2007:79). The outcomes indicated that only one 
statement (statement AU2: “On average how many hours and minutes per week do you visit the 
Facebook page?) had a skewness of more than two, yet all the other statements had a skewness of 
less than two, meaning that 28 out of 29 statements were normally distributed (West, Finch & 
Curran, 1995:74). Also, only one statement had a kurtosis of less than seven (statement AU2), and 
the remaining 28 statements had a kurtosis of less than seven, indicating that the 28 statements 
were normally distributed (West, Finch & Curran, 1995:74).  
There are various fit indices. According to Schumacker and Lomax (2010:76), the Bentler-Bonett 
index or normed fit index (NFI) fitness test model value should be between 0.90 and 0.95 to be 
considered an acceptable fit; and a number below 0.9 is considered a poor or unacceptable fit. As 
presented in Table 4, the Bentler-Bonett Index or NFI is 0.896, thus showing that the model is a 
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good fit (Kenny, 2015; Bentler & Bonett, 1980). Rauniar et al. (2013:21) believe that the Tucker 
Lewis index or non-normed fit index (NNFI) and comparative fit index (CFI) also need to be above 
0.9 for the model to be considered an acceptable fit. Table 4 indicates that the NNFI and the CFA 
were above 0.9. These indices indicated satisfactory model fit. Lastly, the root mean square error 
of approximation (RMSEA) needs to be below 0.05 to be acceptable; this study shows that the 
RMSEA was 0.046, which is good (Browne & Cudeck, 1993). Therefore, the structure model is 
acceptable as presented to undergo Structural Equation Modelling (SEM). 
Table 4: Fit indices for the model 
Fit indices Facebook 
study 
Recommended 
values 
Decision 
Bentler-Bonett  (NFI)  0.896 ≥0.90 Acceptable fit 
Bentler-Bonett (NNFI) 0.951 ≥0.90 Acceptable fit 
Comparative fit (fit index (CFI))      0.957 ≥0.90 Acceptable fit 
Root mean-square error of 
approximation (RMSEA)  
0.046 0.05 Acceptable fit 
Probability value for the chi-square 
statistic 
0.0000 p < 0.05; p < 0.01 Acceptable fit 
 
Using the maximum likelihood solution (otherwise known as the normal distribution theory), a 
standardised solution for each item has been calculated. Table 5 shows the r-square for each item. 
R-square measures how closely the data  is fitted on to the regression line (Frost, 2013). Another 
name for r-squared is coefficient of determination. 
Table 5: Maximum likelihood solution: Standardised solution 
Item  R-
squared 
EU1 The Facebook page is flexible to interact with 0.548 
EU2 I find it easy to get the Facebook page to do what I want it to do 0.465 
EU3 It is easy to become skilful at using the Facebook page 0.479 
EU4 I find the Facebook page easy to use 0.523 
EU5 Interaction with the Facebook page is clear and understandable 0.503 
CM1 The Facebook page is popular among my friends 0.702 
CM2 A good number of my friends have visited the Facebook page 0.592 
CM3 People from my class (my fellow students) are on the Facebook page 0.579 
CP1 The Facebook page provides clear instructions for posting 0.539 
CP2 Images and videos can be easily downloaded or uploaded on the 
Facebook page 
0.443 
CP3 Applications and capabilities of the Facebook page meet my social 
networking needs 
0.569 
PP1 For a social networking website, the Facebook page features and 
application are: not delight – delightful 
0.559 
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PP2 For a social networking website, the Facebook page features and 
application are: dull – exciting 
0.596 
PP3 For a social networking website, the Facebook page features and 
application are: not thrilling – thrilling 
0.641 
PP4 For a social networking website, the Facebook page features and 
application are: not fun – fun 
0.587 
PU1 Using the Facebook page enables me to get re-connected with people that 
matter to me. 
0.466 
PU2 I find the Facebook page useful in my student life 0.513 
PU3 Using the Facebook page enhances my effectiveness to stay in touch with 
others 
0.602 
PU4 Using the Facebook page makes it easier to stay in touch 0.614 
PU5 Using the Facebook page makes it easier to stay informed about the 
university 
0.368 
TW1 I trust the Facebook page’s information 0.373 
TW2 The Facebook page provides security for my postings 0.682 
TW3 The Facebook page provides security for my profile 0.639 
TW4 I feel safe in my posting with the Facebook page 0.659 
IU1 I intend to use the Facebook page for communicating with others 0.656 
IU2 I intend to use the Facebook page to get reconnected with people that 
matter to me 
0.651 
IU3 I will continue to use the Facebook page for social networking 0.629 
AU1 How often per week do you visit the Facebook page? 0.828 
AU2 On average, how many hours and minutes per week do you visit the 
Facebook page? 
0.281 
 
Interpreting the coefficient results, it is evident that EU1 (perceived ease of use) (0.548) is a 
stronger item than EU2 (0.465). Detecting on ‘critical mass’, CM1 (0.702) has a much stronger 
contribution than CM3 (0.579). Detecting on ‘capability’ factor, it is clear that CP3 (0.569) has a 
stronger contribution than CP2 (0.443). Detecting on ‘perceived playfulness’ factor, it is clear that 
PP3 (0.641) has a stronger contribution than PP1 (0.559). Detecting on ‘perceived playfulness 
factor’, it is clear that PU3 (0.614) has a stronger contribution than PP5 (0.368). Detecting on 
‘trustworthiness’ factor, it is clear that TW2 (0.682) has a stronger contribution than TW1 (0.373). 
Detecting on ‘intention to use’ factor, it is clear that IU1 (0.656) has a stronger relationship than 
IU2 (0.629). Detecting on ‘actual use’ factor, it is clear that AU1 (0.828) has a stronger 
contribution than AU2 (0.281). 
Analysis of the structural model (Figure 1) in SEM tested all seven proposed hypotheses in our 
revised TAM framework simultaneously. The results of the structural model after data analysis are 
presented in Figure 2. 
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Figure 2: Results from the structural equation model 
 
The results from the structural model in Figure 2 show that all seven hypotheses were supported 
by the data. Furthermore, there were significant and positive interrelationships between the 
independent factors (perceived ease of use, capability, critical mass, perceived playfulness) and 
the intervening variables (perceived usefulness and intention to use). Also, there were significant 
and positive interrelationships between the intervening variables (perceived usefulness and 
intention to use), the moderate variable (trustworthiness), and the dependent variable (actual use). 
The results in Figure 2 indicate that the beta coefficient for the relationship between perceived 
ease of use and perceived usefulness is 0.150, which is lower than the beta coefficient between 
critical mass and perceived usefulness, which is 0.452. This means that critical mass has a stronger 
positive relationship with perceived usefulness than ease of use. Together, perceived ease of use, 
critical mass, capability, and perceived ease of use explain 76.3 (r2=0.763) per cent of the variation 
in perceived usefulness. Perceived usefulness and trustworthiness are both significantly and 
positively related to intention to use (perceived usefulness more strongly than trustworthiness), 
explaining 57.1 per cent of the variation in intention to use. Intention to use is significantly 
positively related to actual use, but explains only 28.5 per cent of the variation in actual use. (Other 
factors not measured in the model will explain the unexplained variation.) 
 
1.6 DISCUSSION AND MANAGERIAL IMPLICATIONS 
Facebook has become a global phenomenon, supporting social bonding, interpersonal interactions, 
communications, and entertainment (Rauniar et al., 2013:21). The core target audience of HEIs 
such as universities is the millennials who are constantly on ‘on-line’ platforms such as Facebook; 
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the study therefore seeks to understand what factors influence these students to engage with and 
use the university’s Facebook page.  
The results of this empirical study provide theoretical contributions in the area of the acceptance 
and use of Facebook as a social media tool. By applying the TAM model – already tried and tested 
by Rauniar et al. (2013) – the factors of perceived EU, CM, CPs, PP, PU, IU, TW, and AC are 
reliable instruments that can be applied and adopted for future studies in the field of social media. 
The results of the EFA and the SEM support the influence that these factors have on the actual use 
of a social media site such as Facebook. The relationships between Rauniar et al’s (2013) revised 
TAM factors applied to this particular university context indicate an influence and positive 
relationship between the factors, as portrayed in Figure 2. These are: a positive relationship and 
influence between perceived EU and PU (H1), perceived CM and PU (H2), perceived CP and PU 
(H3), PP and PU (H4), PU and IU (H5), TW and IU (H6), and IU and AU (H7).  
The SEM analysis further indicated that four factors seem to influence and contribute to the PU of 
the Facebook site for the students who use it. EU and PU (H1) suggest that it should be a site that 
is easy to interact with; thus it will be important to have an easy-to-use interface and a simple-to-
use design and layout. The presence of CM, of attracting peers as users for the particular Facebook 
page, will also positively influence students using the Facebook page, as they can identify with 
and relate to other users. It is important, therefore. that the Facebook page, or Facebook campaign, 
is user-driven. The results further indicate that perceived EU and CM play a strong role in 
influencing students to engage with a Facebook page. CM embodies a Facebook user’s network 
of other Facebook users who share a common interest in topics that go viral. Thus an important 
theoretical contribution is the evidence of the importance of the relationship between the number 
of users on Facebook and the PU that is initiated for the student as user by the CM. The results 
also revealed the positive relationship and influence between CP and the user’s PU, as well as PP 
and the student as user’s PU. Therefore, Facebook designers and developers need to devise ways 
to add useful modules, applications, or tools to influence the continued use of the site. PP draws 
on the importance of developing hedonic experiences for the student as user. This finding was 
supported by the open-ended question that asked respondents why they visit the particular fan 
pages (refer to Table 1.2). Entertainment in general (31.6%) and the university’s entertainment on 
the Facebook page (19.5%) in particular were provided as answers. This corresponds with the 
finding of Rauniar et al. (2013) that the importance of entertainment-seeking by most users is 
exemplified by quizzes, competitions, and events. The respondents of this study also highlighted 
the importance of humour as an added benefit of PP. 
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Furthermore, PU suggests that the IU Facebook is shaped by TW of the particular Facebook page. 
Although it is a small influence compared with the relationship of other factors in the model, 
concerns about privacy and the security of information posted on Facebook will influence how 
students as users engage with and trust the site. TW also encompasses the trust in the brand and in 
the source of the information provided on Facebook. Lastly, there is a strong interrelationship 
between IU of Facebook and AU; the user’s IU will thus influence the actual use.  
 
1.7 LIMITATIONS 
It is suggested for further research that more than one faculty at a particular university be 
approached for an even more comprehensive study. Comparing results with other universities 
would also yield richer results. It is also suggested that the quantitative research study be 
supplemented by face-to-face interviews (for example). There are also more factors and variables 
in the behavioural theories that need to be investigated to improve the model and the prediction of 
Facebook acceptance. 
1.8 CONCLUSION 
According to Tucker (2014), students acknowledged that universities’ social media platforms are 
a useful tool when seeking and sharing ideas, engaging, and getting inspiration. Social media 
platforms such as Facebook can be used for five major reasons: research applications and funding; 
research locations; research courses; getting ideas and inspiration; and comparing universities. 
Universities find social media an efficient way to communicate with students and to obtain 
immediate answers from them, thus engaging with them. According to Sashi (2012:267), customer 
engagement focuses on creating superior value compared with competitors by building trust and 
commitment with customers by responding to their needs. Sashi (2012:260) further argues that 
customer engagement is cyclical, and can assist organisations to provide superior value to their 
customers. 
This study has investigated the factors that influence a millennial student’s engagement with a 
selected university’s Facebook page. The results indicated that ease of use (EU) and critical mass 
(CM) play vital roles in the perceived usefulness (PU) of the Facebook page; perceived playfulness 
(PP) and capability (CP) although to a lesser extent also have an influence on the PU of the page. 
It was further established that perceived usefulness (PU) influences the intention to use (IU) 
Facebook, and IU further strongly influences the actual use (AU) of the page. Trustworthiness 
(TW) also affects IU, and security and privacy are concerns that should be addressed.  
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Appendix A 
Communalities 
  Initial Extraction 
eu1 The UJ Facebook page is flexible to interact with 0.488 0.536 
eu2 I find it easy to get the UJ Facebook page to do what l want 
it to do 
0.413 0.475 
eu3 It is easy to become skilful at using the UJ Facebook page 0.438 0.485 
eu4 I find the UJ Facebook page easy to use 0.463 0.542 
eu5 Interaction with the UJ Facebook page is clear and 
understandable 
0.454 0.519 
cm1 The UJ Facebook page is popular among my friends 0.559 0.680 
cm2 A good number of my friends have visited the UJ 
Facebook page 
0.543 0.619 
cm3 People from my class (my fellow students) are on the UJ 
Facebook page 
0.511 0.584 
cp1 The UJ Facebook page provides clear instructions for 
posting 
0.432 0.525 
cp2 Images and videos can be easily downloaded or uploaded 
on the UJ Facebook page 
0.384 0.462 
cp3 Applications and capabilities of the UJ Facebook page 
meet my social networking needs 
0.463 0.610 
pp1 For a social networking website, the UJ Facebook page 
features and application are: 
0.501 0.546 
pp2 For a social networking website, the UJ Facebook page 
features and application are: 
0.543 0.626 
pp3 For a social networking website, the UJ Facebook page 
features and application are: 
0.559 0.660 
pp4 For a social networking website, the UJ Facebook page 
features and application are: 
0.530 0.585 
Extraction Method: Principal Axis Factoring. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Pattern Matrixa 
  Factor 
30 
 
1 2 3 4 
pp2 For a social networking website, the UJ 
Facebook page features and application are: 
0.812 0.034 0.067 -0.001 
pp3 For a social networking website, the UJ 
Facebook page features and application are: 
0.790 0.031 -0.106 -0.104 
pp4 For a social networking website, the UJ 
Facebook page features and application are: 
0.719 -0.025 -0.062 0.037 
pp1 For a social networking website, the UJ 
Facebook page features and application are: 
0.670 -0.013 0.004 0.127 
eu2 I find it easy to get the UJ Facebook page to 
do what l want it to do 
-0.050 0.705 -0.052 -0.035 
eu4 I find the UJ Facebook page easy to use 0.012 0.705 0.000 0.042 
eu5 Interaction with the UJ Facebook page is 
clear and understandable 
0.045 0.686 -0.054 -0.023 
eu3 It is easy to become skillful at using the UJ 
Facebook page 
0.076 0.665 0.125 0.080 
eu1 The UJ Facebook page is flexible to interact 
with 
-0.015 0.619 -0.163 0.046 
cm1 The UJ Facebook page is popular among 
my friends 
0.028 0.007 -0.758 0.082 
cm3 People from my class (my fellow students) 
are on the UJ Facebook page 
0.007 0.072 -0.709 0.027 
cm2 A good number of my friends have visited 
the UJ Facebook page 
0.096 0.035 -0.706 0.009 
cp3 Applications and capabilities of the UJ 
Facebook page meet my social networking 
needs 
0.011 -0.102 -0.165 0.732 
cp1 The UJ Facebook page provides clear 
instructions for posting 
0.097 0.068 0.036 0.644 
cp2 Images and videos can be easily 
downloaded or uploaded on the UJ Facebook 
page 
-0.021 0.154 0.011 0.596 
Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
 
 
